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Ethnic minority groups are usually seen as part of the tourism product rather than as purchasers of holidays for themselves. Consequently, little is known about the number and type of holidays taken by this growing segment of the U.K. population. This study considers the attitudes of an ethnic minority to mass-market holidays in the light of the ethnicity and marginality hypotheses, as well as notions of acculturation and ethnic identity. A survey of Bradford (U.K.) citizens of Asian origin revealed that the frequency of holiday taking and the holiday preferences of this group were not substantially different from the British population as a whole. The main finding of the study was that the promotional methods and selling techniques of travel businesses such as major tour operators and chains of travel agents were perceived as negative toward this ethnic group.
Britain is a multiracial society with a substantial population of nonwhite ethnic groups, 6% nationally but up to 20% in some urban areas. The tastes and tourism choices of these groups are little understood, and ethnic groups are more likely to be the exotic object of the tourist gaze (Urry 1990) than to be considered as purchasers of tourism products for themselves. Ethnic groups seem to be ignored by the mainstream travel companies in the United Kingdom, with very few nonwhites portrayed in holiday brochures. It is not clear whether Britain's ethnic population is seen as a separate specialist market or whether it is regarded as fully integrated enough to buy mass-market holidays promoted to the white population via tour operators and British retail travel agents. This study argues that neither explanation is entirely satisfactory in terms of segmentation and positioning strategy. With the increasing size and purchasing power of these communities, which have a growing proportion of young people, it is timely to investigate the tastes, attitudes, and purchasing behavior of British nonwhites. This article considers the current level of understanding of tourism participation of ethnic minorities and reports the results of a survey of the tourism tastes and buying behavior of a sample of Bradford citizens of Asian origin. Washburne (1978) proposed that differences in tourism and leisure participation of black and white citizens in California were due to two factors: ethnicity and marginality. The marginality hypothesis says that the travel preferences of blacks are different from whites because of their marginal position in society in terms of income and social class. The ethnicity hypothesis attributes differences in tourism participation to differences in tastes that originate in culture.
Theoretical Basis for Racial Differences in Tourism Participation
The basis of the marginality hypothesis is that ethnic minorities are marginalized by low incomes and cannot afford holidays; therefore, they do not constitute a worthwhile market segment for the travel business. However, empirical studies to prove or disprove this hypothesis are lacking. In the United States, Phillip (1993) suggested that since half the American black population in the 1990s were in professional, managerial, and technical occupations, it would be timely to investigate whether their participation in tourism is less than that of the white population. In the United Kingdom, there are some low-income ethnic communities, such as those from Bangladesh, but the wealth and educational achievements of other ethnic groups such as Indians are higher than for the white population (Bradford and District Training Enterprise Council [TEC] 1997) .
If ethnic groups are prevented by socioeconomic factors from taking holidays, then this would be an explanation of different participation rates, but there is very little evidence of this. What evidence there is relates to leisure rather than tourism. Gobster (1998) , in investigating black underparticipation in outdoor recreation in Canada, suggested that this was due to their feelings of discomfort and discrimination rather than to the presence of any regulations that excluded them. Holland (1997) has considered the participation of ethnic groups in football but did not find that black fans were limited by income.
Tourism preferences are learned behavior, determined by upbringing and cultural identity. The ethnicity hypothesis is based on the assumption that tourism choices will vary with race and ethnic identity. Surveys by Phillip (1993) showed the tourism tastes in terms of destinations to be quite similar between American blacks and whites, casting doubt on the ethnicity hypothesis. In a later study, he did, however, find differences in the type of social interaction, with blacks preferring larger groups and more familiar places and situations as compared to whites (Phillip 1994) . In explaining these findings, he suggested that black tourists surveyed were looking for security, comfort, and social acceptance within the group.
The extent to which ethnic groups feel themselves to be British will have a direct influence on their attitudes to taking holidays that are aimed at the mass market. Research on ethnic identity by Hutnik (1991) identified four levels of identification with British culture:
dissociative, where identity is in terms of the ethnic minority group only; acculturative, where the identification is equally balanced between British and ethnic culture; assimilative, where the majority accept British culture and deny ethnic minority roots; and marginal, groups that are outside other categories, such as students.
Hutnik's research in 1992 showed that 26% of the South Asians in Britain belonged to the dissociative category and 69% to the acculturative category, thus demonstrating a robust ethnic identity. It would be both logical and in keeping with the ethnicity hypothesis to expect that aspects of consumer behavior, such as holiday choice, would be affected by ethnic identity.
The marginality and ethnicity hypotheses have attracted criticism on several counts but principally because they fail to distinguish between race and ethnicity, in that they assume that all American blacks share the same ethnic identity and culture (Hutchinson 1998) . Hutchinson (1998) also criticized the failure to operationalize the theoretical constructs of race and ethnicity and pointed out that, although a person's ethnic status may change over time through assimilation and acculturation, his or her race does not change. Floyd (1998) acknowledged the limitation of current theory on this topic and suggested that a way to understand the differences, if any, in leisure and tourism choices among different ethnic groups is to focus on case studies of particular communities.
This article outlines the results of a study of the tourism choices of an identifiable ethnic group in the United Kingdom whose members share not only their racial and geographical origins in Pakistan but also have a shared religion and culture.
Race and Tourism in the United Kingdom
There is a lack of published research in the field of ethnic minorities and tourism in the United Kingdom and very little on the broader field of leisure and recreation. The detailed Policy Studies Institute Report on Ethnic Minorities in Britain, now in its third edition (Modood and Berthoud 1997) , provides a detailed analysis of surveys on the social, economic, and cultural characteristics of Britain's ethnic minority groups but has virtually nothing to say on the issue of tourism and leisure. It notes the high number of visits to the country of origin, with 58% of Pakistanis having visited Pakistan in the past 5 years and a third having visited twice or more. Even among the British born, a third have visited their parents' country in the past 5 years. Clearly, visiting the mother country is a travel priority for many people in ethnic groups, but the data do not cast any light on those who may wish to take a holiday in, say, Paris or Florida, which does not involve family obligations. Modood and Berthoud's (1997) otherwise comprehensive study excludes the recreational activities of ethnic groups, despite stating the importance of these dimensions of culture. One relevant finding from this report is that ethnic diversity is proving extremely resilient. Second-generation Afro-Caribbeans and Pakistanis who were born in the United Kingdom and consider themselves British remain very conscious of the values and lifestyles of their ethnic groups and feel separate from mainstream British society. This suggests that they need to be seen as a separate market for tourism, which may feature diverse market segments within it.
Britain's Black Population
Ethnic minorities comprise 6% of the U.K. household population of 56.3 million people. This amounts to a total ethnic population of 3.5 million people: 2.6 million of these are classed as "black," that is, South Asian or AfroCaribbean (Office for U.K. National Statistics 1998). The age composition of ethnic minorities is significantly different from that of the white population of the United Kingdom, with more people in the younger and fewer people in the older age groups. Many of the younger people who were born and educated in the United Kingdom identify themselves as "British Asian."
This ethnic minority population is unevenly spread throughout the United Kingdom, with a higher percentage living in urban areas such as London, Leicester, and Bradford as compared to rural areas such as Norfolk and Cornwall. There is no evidence that the mainstream travel trade, as represented by the major tour operators and British retail travel agents, takes note of the travel tastes and preferences of these significant minority groups. Ethnic minorities in areas such as Bradford are, on the whole, served by specialist travel agents from their own community, but these agents only offer trips to the country of origin or pilgrimages.
THE BRADFORD STUDY
The Asian Community
The target group for the sample survey was Asians of Pakistani origin living in Bradford, a city in the north of England where ethnic minorities comprise 19% of the population. Those of Pakistani origin are the largest group, comprising 13% of the total for the city (Bradford Metropolitan District Council [BMDC] 1997) . The original immigrants came to Bradford 30 years ago to work in the textile mills, but this industry has now declined, and many are now involved in service occupations, particularly small businesses (Singh 1994) . They form a strong local community linked by the Muslim religion, extensive family networks, and their area of origin in the Mirpur region of Pakistan. Thus, the sample group conforms to Floyd's (1998) requirement for leisure research in being a cohesive group in terms of not only race but also culture and ancestry. Second-generation young Asians who regard themselves as British still have a strong attachment to the social, cultural, and religious values of their community. A significant number of them have well-paid jobs, and many are university graduates, but little is known about their travel and leisure preferences.
Bradford has a number of specialist Asian travel agents who specialize in booking trips to the Indian subcontinent but who do not, on the whole, book other types of holidays. These businesses have become so well established that some British retail travel agents feel that the Asian market is separately catered for. However, it could be argued that the British retail travel agents are ignoring the potential of the local Asian market for the full range of holidays.
Survey Methodology
The survey took the form of 80 personal interviews carried out by two researchers in and around Bradford in July and August 1999. A variety of locations were chosen: youth clubs; community centers and day nurseries; shops, offices, and libraries; an Asian business center; and around the city center. Going "out and about" in the city ensured a range of respondents and opinions.
People surveyed were asked about their holiday habits: how frequently they traveled, who they went with, where they went to, how they made their bookings, and whether they went for day trips or holidays involving staying overnight. The interview then moved on to discuss holiday tastes and preferences. Using a number of mass-market holiday brochures available from the British retail travel agents in Bradford, respondents were asked if they found a certain type of holiday attractive, whether they might be likely to buy it, and the reasons for their preferences. Ten brochures were used, including categories such as family beach holidays, short breaks to European cities, and a few specific destinations such as Turkey and Florida (see the appendix). Respondents were then asked about their methods of booking holidays and their opinions on the marketing of holidays to the Asian community.
Respondent Profile
The sample consisted of 80 Bradford residents of Asian origin. In terms of age, income, and occupation, the sample represents a good range (see Table 1 ). The distribution of income groups was close to the average for the population of Yorkshire and Humberside (Her Majesty's Stationary Office 1998). The sample is skewed somewhat toward the younger and more educated among the Asian population, many of whom are young professionals who form the second generation of Asian settlers in Bradford. This can be justified on the grounds that the younger and more educated, who are a growing subgroup of this population, are the most likely to participate in tourism and to express their views on the subject. Breakdown by religion showed the majority (79%) of the respondents to be Muslim, but Hindus (13%) and Sikhs (8%) were also represented.
SURVEY RESULTS
Tourism Participation by Ethnic Minorities
More than half (55%) of the respondents took some type of holiday, which is close to the average of 59% for the U.K. population as a whole (Keynote 2000) . The difference of 4% could be explained by the lower rate of holiday taking in Yorkshire and Humberside as compared to the national average (British Tourist Authority [BTA] 1999). Participation in overseas holidays by the sample group was 45%. This is higher than the national average of 36%, although the U.K.
figures are for holidays of 4+ nights, so they are not strictly comparable (BTA 1999) .
The majority of the respondents (76%) had made trips to Pakistan or India in the past 5 years. For some respondents, this was a travel priority, and because of the cost of the trip, it was something for which they had to save. However, for others, particularly the younger respondents, such trips were seen as duty visits, important for the family, but they wanted JOURNAL OF TRAVEL RESEARCH 87 other holidays as well. It is their interest in and purchases of these other "normal" holidays-not trips to the country of origin-that is the main focus of this study.
Holiday and Leisure Visits in the United Kingdom
The number of day trips taken in Britain was high, with an annual average of 10.2 per respondent over the past 5 years. Just over half of the sample (55%) had taken trips that involved staying overnight. The types of destinations chosen for both day and overnight visitors are shown in Table 2 .
The percentage of this ethnic group choosing the countryside for leisure trips was negligible. Countryside recreation is more popular with the white population in the United Kingdom. Previous research in the United States (Washburne 1978 ) and the United Kingdom ("Encouraging Walking" 1999) has shown that many nonwhites do not feel comfortable or welcome in the countryside. Percentages choosing city locations are high, perhaps reflecting the high numbers visiting friends and relatives in ethnic minority communities in other U.K. cities and the greater "comfort" factor there. Seaside locations are as popular for this community as for the white population.
More than half (55%) of the total sample had taken short holidays (defined as 1-4 nights) in the United Kingdom over the past 5 years, but only 5% had taken longer holidays. Many took regular short breaks, with 34% taking more than 10 short breaks in the 5-year survey period. More than half of the respondents taking holidays in the United Kingdom used paid accommodation, indicating that there is a market here to be addressed by travel companies providing U.K. holidays. As expected, most (68%) went on holiday with relatives rather than with friends (47%). However, the fact that nearly half went away with friends is quite interesting and suggests a degree of adaptation to British culture.
Holidays Abroad (Excluding Trips to Pakistan and India)
Just under half of the total sample (45%) had taken trips abroad over the past 5 years, with two-thirds of these taking two or more trips. The majority had gone to mainland Europe, as shown in Table 3 . This is a pattern similar to the holiday taking of the white population and interesting in light of reports of hostility and racism faced by black tourists in Europe (Phillip 1993) . Nearly all used paid accommodation for these trips, on a range of commercial holiday packages.
Very few of the 45% of respondents who had taken holidays outside the United Kingdom had taken these in the form of short breaks of 4 days or less. In this, they probably differ from the white population, for whom European cities are the most popular for short breaks. As with holidays in the United Kingdom, a reasonable proportion (42%) traveled with friends and 58% went with relatives.
Discussion
The data and opinions on holiday taking and attitudes do not provide much support for the marginality hypothesis, as the overall participation level is similar for this group to the British population as a whole (Keynote 2000) . A substantial number of interviewees appeared to have both the money and the inclination to travel. In this context, it is important to note that around a third of the U.K. population in general never go on holiday, due to income or other constraints, so this sample from the Asian community is not substantially different.
There is more evidence to support the ethnicity hypothesis in terms of a preference for city over country destinations for U.K. holidays, which is not true for the U.K. population as a whole. However, this could be partly due to the younger age of the sample.
Holiday Motivations of Ethnic Minorities
To ascertain the motives of this group for going on holiday, respondents were given some options to choose from and could give more than one motive. A summary of the responses shown in Table 4 shows an unsurprising range of holiday motivations. The ranking shows that sunshine and health reasons have a low priority, but in other respects the types of motives are typical for Europeans in general (Fleischer 2000) .
Holiday Tastes and Attitudes
The objective of these questions was to find out about the holiday tastes of the sample group and the extent to which these were different from the non-Asian population. Respondents were asked their opinions on a typical range of holiday products found on retail travel agency shelves in the summer of 1999. These are summarized in Table 5 .
Beach holidays, in which undressing is normal for Europeans, are unacceptable to Muslims for religious and cultural reasons. It is therefore quite surprising that more than half of the sample found beach holidays attractive or acceptable. Asking for reasons gave a range of unprompted responses. Most of the negative responses related to culture, such as "holidays for whites only," "not for Asians," and "don't want to sunbathe or go in the water." Some simply said that they found beaches boring. Those who liked beaches said they were "good for families" and were attracted by sun and warmth-basically the same reasons that all people who live in cold climates like these holidays. Short-break holidays in towns and cities are increasingly popular in the United Kingdom, with demand growing at 30% a year in the late 1990s (Howitt 1999) . The Asian interviewees were shown two brochures advertising short city breaks, one British and one European. Results shown in Table 5 indicate that more than half found this type of destination attractive, and the most common reason given was that it provided interesting sightseeing. There was no pattern to the negative responses.
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Holidays in the countryside and mountains were less attractive. When shown a brochure picturing mountain scenery in summer, less than half of the respondents thought these destinations were attractive, and around a third found them unattractive. The reasons given for not liking this type of holiday contained some cultural elements, such as "not for Asians." There was no pattern to the positive responses. A brochure showing skiing holidays produced negative responses in half of the sample, which was not a surprising result since activity holidays, particularly skiing, is a specialist niche market. The most common reason given was that the holiday involved too much exercise, but some felt it was "not for Asians."
Family holidays are a potentially interesting market segment for the Bradford Asian population, which contains a high proportion of young families. The two brochures shown to interviewees pictured holidays aimed at families with younger children and included the possibility of taking grandparents and other relatives. One featured British holiday camps with plenty of entertainment. The second was Disneyland Paris, for a similar age range, but with higher prices. Neither of the brochures showed anyone who did not have white skin. The Disneyland brochure attracted more interest than the one featuring British holiday camps. The positive responses to this type of holiday were, as might be expected, more from women than men. Around 10% gave cultural reasons for a negative response, such as "not for Asians" or "for whites." Young raver holidays are aimed at a small market segment of tourists ages 18 to 30 who want holidays involving group fun and entertainment around the pool and on the beach by day and in the bars and discotheques at night. It is therefore quite surprising that a quarter of all respondents thought these holidays attractive. Young raver holidays appealed to double the number of males compared to females, particularly in the younger age group.
One objective of the survey was to discover whether any particular countries or regions appealed to the Asian community. Two brochures showing Muslim countries, Egypt and Turkey, were chosen, plus two long-haul destinations, Florida and the Caribbean. The Muslim countries of Egypt and Turkey, where Asian holiday makers felt they would find acceptable food and a sympathetic environment, were more popular than Florida or the Caribbean. This was despite the fact that the Turkish brochure featured typical Mediterranean beach and pool scenes with white tourists and no local people in Muslim dress. A few respondents were concerned that Turkey was unsafe because of the political unrest there. The Caribbean and Florida were both seen as "white" destinations, even though the Caribbean brochure showed a black woman on the cover. The Caribbean was seen as a "couples" destination, and Florida was thought to be good for families. The gender balance for all these destinations was equal, with no substantial differences in the tastes of men and women.
Respondents were asked to give comments on the brochures as a whole. When asked about the text, clarity, and general helpfulness of the brochures, around half felt that there was too much text and that some simplification would be helpful, although this varied according to the education of the respondent. It was implicit that they would prefer things to be explained by someone whom they trusted to understand their practical and cultural requirements, such as a travel agent.
Asking for general comments on the brochures elicited comments from half the respondents about the lack of recognition of Asian culture. It was felt that the holidays were for white people. Food was a particular area of concern. Respondents felt that they would not find food to their taste that conformed to Muslim dietary rules and that this would impair the enjoyment of the holiday. This was often voiced as a concern about "hygiene." JOURNAL OF TRAVEL RESEARCH 89 The results of this small survey cannot be conclusive, but they do provide some support for the ethnicity hypothesis. There were some differences between the types of holidays preferred by this ethnic group, as compared to the U.K. population as a whole, but the differences were not as great as might be expected from a predominantly Muslim group. It emerged that it was not the holidays themselves that were the problem but the way that they were perceived as being promoted to the white population only.
TOURISM MARKETING FOR THE ASIAN COMMUNITY
Distribution
Interviewees were asked how they booked their holidays and their reasons for using particular booking methods. These questions were designed to find out if the Bradford Asian population used the major national chains of British retail travel agents normally found in British shopping centers to book their holidays and, if not, then why. We also hoped to discover something about their attitudes to the marketing of travel in Britain.
Results shown in Table 6 show that two-thirds of the sample used Asian specialist travel agents. These Asian agents only arranged and sold trips to the Indian subcontinent; they did not sell package holidays to other destinations or even travel to other parts of the world. If the Asian community uses Asian travel agents exclusively-and 52% of our sample did-then they are effectively excluded from the market for other types of holidays, unless they use some form of direct booking such as teletext or the Internet. The British retail travel agents in the Bradford area were only used by 40% of respondents, suggesting that these agents are missing an important market.
Respondents were asked their reasons for choosing particular booking methods. For those who used British retail travel agents, a variety of reasons were given, with discount prices being mentioned by several younger respondents. However, for those who used Asian agents, the most important reasons to emerge were that these agents were reliable and understood their needs. This particularly related to onward travel arrangements at the destination, food, religious requirements, and a comfortable social setting. Nobody suggested that the Asian agents offered low prices. Some respondents were under the impression that purchasing a holiday from a British retail travel agent would mean being left at a foreign airport and having to make their own onward arrangements in a hostile environment where there was no suitable food.
Interviewees were asked whether they thought that British retail travel agents were catering to their community. The results shown in Table 7 reveal a considerable amount of dissatisfaction with British retail travel agents and also a degree of ignorance about what the British travel trade has to offer. Quite a number had not been into a British retail travel agent and did not know what service they were offering. Positive responses to this question were from the younger generation. Asking for the reasons behind these responses showed a perceived lack of interest in Asian customers on the part of the British retail travel agents. There was a lack of awareness of their needs, especially on food and "hygiene," and a feeling that the holidays they sold were only for whites.
Promotion
Respondents were enthusiastic about giving ideas on how to promote holidays to the Asian community in Bradford. Around two-thirds (60%) of respondents suggested promoting holidays via some type of Asian media. This varied from advertising in local Asian newspapers such as the Bradford Asian or in commercials in Asian films shown in the cinema or via satellite TV. Nearly all respondents (95%) made suggestions as to how to sell travel to the Asian community, and some made up to three suggestions (see Table 8 ). Threequarters of respondents (72%) thought that promotional materials and selling methods showing an awareness of 90 AUGUST 2002 Asian culture would be successful in generating more sales in the Asian community. It was felt that a positive effort by travel companies to show an interest in this market would be effective. The interviewers did not use prompt cards, and the types of responses shown in Table 8 emerged from the conversation.
Discussion
The ethnicity hypothesis states that different ethnic groups want different types of holidays because of their race and culture. When asked whether different types of holidays should be offered to Asians in Bradford, just over half of the sample agreed, suggesting that there may be some truth in this hypothesis. However, further discussion showed that presenting the existing range of holidays in a more culturally appropriate way was more important than offering different holidays. Those respondents who did not agree that Asians required different holidays reiterated the point that the range of holidays was good but that the problem was publicity showing people undressed and the wrong type of food. Also significant was a perceived lack of welcome by British retail travel agents in Bradford. This evidence suggests a new aspect to the ethnicity hypothesis, one in which the product is acceptable to ethnic groups but the marketing is not. After the survey, the researchers formed the opinion that greater cultural awareness by the British travel trade would sell more holidays to this community.
CONCLUSION
This study has shed some light on the underresearched area of tourism participation of specific ethnic minority groups in Britain. The results showed that people from the Pakistani community in Bradford were interested in holidays, not just visits to their ethnic homeland, and that the number of holidays they took and their motivation for wanting them were not significantly different from the British population as a whole.
The marginality hypothesis, which suggests that low participation in tourism is due to a marginal economic position in society, was not true for this sample. The holiday preferences of the group surveyed were somewhat different from the British mass market in terms of preferring city to country locations, having less interest in beach holidays, and preferring Muslim destinations, thus providing some support for the ethnicity hypothesis. However, the differences were not large, and it is debatable whether this market forms a totally separate niche needing different holiday products. Massmarket holidays were acceptable to Asians if their market was addressed in a culturally appropriate way and the promotional methods at the local level were designed to reach this community. This is the most interesting conclusion to emerge from the survey and suggests a type of cultural identification between acculturative and assimilative, in which this ethnic group accepts many aspects of British culture, but aspects of their lifestyle and consumer preferences are strongly linked to their ethnic roots. Further research into tourism participation and preferences by ethnic minorities is needed for this and other identifiable ethnic communities. Such research would help to improve social understanding and also open up new opportunities for travel businesses.
